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From the perspective of Communication，the study on television advertisement 
of domestic stayed in the discussion of images and copywriting. Television 
advertisement is a special form because of the special media features which full of 
sounds and moving pictures. Just studying on advertising images and copywriting is 
far from enough. Nonverbal communication is very important too. Compared with 
The study in China, the study on nonverbal communication abroad has been very rich. 
So this study does research on the nonverbal communication of advertisement in two 
Chapters as follows. 
In Chapter 1, it selects some advertisement samples presented on CCTV-1 in 
prime-time as its research objects, because CCTV-1 has the most audiences and a 
sound governance mechanism, and the advertisements present on CCTV-1 represent 
the highest level in mainland China. By analyzing the visual and auditory 
non-symbolic language variables, it explores the relations swing from the production 
styles and researches on the nonverbal communicative regulations of TV 
advertisements. 
In Chapter 2, on the basis of empirical research, the author got three conclusions. 
Firstly, the study finished the description of the situation of television advertisement. 
Secondly, the author divided the nonverbal communication elements in television 
advertisement into seven parts as : Characters, Product, Color, Occasion, Environment, 
Appeal and Music. Thirdly, it also studied the general characters and the existing 
problems in the manifestation mode of the nonverbal communication elements, then 
gave advice and suggestions, in the hope of providing support for further research on 
nonverbal communication and tried to sum up the general rules of television 
advertisements as reference for the advertising practitioners to make the study more 
practical. 
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不通过言辞传递的信息或不使用语词的交际。②（Richards J. et al，1985） 
洛阳理工学院致力于外语研究的邱天河教授认为，非言语就是指信息不是通
过语言来传递的，而是通过非言语手段来完成。（邱天河等，1999） 
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